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ABSTRACT 
Nowadays, impulse buying is a significant form of 
consumer buying. It is therefore worthwhile for retailers 
and manufacturers to find out the extent of impulse buying 
in local stores. This can help them determine whether they 
should pay more effort to stimulate this kind of buying 
behaviour. In this study, buyers were classified into three 
categories, namely, planned buyers, partially planned 
buyers and impulse buyers, based on the consumer‘s product 
category buying intention and specific brand buying 
intention prior to entering stores. The extent of the three 
types of buyers were then determined in the study. Also, 
the effective product-related stimuli for impulse buying 
and the demographic profile of impulse buyers were 
identified. 
One hundred on-street interviews were conducted. The 
result indicated that the proportion of impulse buying was 
rather large (45%) when compared with planned and partially 
planned buyer (26% and 29%, respectively). The figures 
reflected that impulse buying is now an important buying 
behaviour in Hong Kong. 
For the product-related factors, all three types of 
buyers agreed that low price was the primary stimulus that 
• • • 111 
induces impulse buying behaviour. Besides the price, there 
were other important factors mentioned by the respondents. 
Most planned buyers suggested that brand awareness 
(42.31%), price pack (34.62%), prominent store display 
(30.77%) and mass advertising (30.77%) were influential 
variables which could cause them to buy impulsively. 
Regarding the partially planned buyers, they though that 
price pack (37.93%) would arouse more impulse buying. On 
the other hand, price pack (48.89%), mass advertising 
(40.00%) , lucky draw and gift (37.78%) were the major 
factors given by impulse buyers. 
Finally, the characteristics of impulse buyer were as 
follows. They were aged between 21 and 40 with higher 
education qualification (secondary school or above). Also, 
they belong to the group of middle level personal income 
(below $10,000 per month) and family income (below $3 0,000 
per month). 
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Impulse buying has been found to be a significant form of shopping behaviour in Western 
countries. The practice of supermarketing is essentially based on the notion that a lot of 
consumers buy on impulse. Supermarket owners nowadays typically manipulate the 
shopping environment in such a manner so as to maximize the extent of impulse buying. 
Despite the great importance of impulse buying, few studies have been done in Hong Kong 
regarding the extent of impulse buying in Hong Kong and the factors that affect impulse 
buying. Hence, a study was undertaken to explore into the nature and extent of impulse 
buying in Hong Kong. 
Objectives 
Specifically, the research has the following 
objectives: 
1. To determine the extent of impulse buying in Hong 
Kong. 
2. To identify the relationship between consumer 
characteristics and impulse buying behaviour. 
3. To investigate the effects of different in-store 
stimuli on impulse buying. 
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ilTERATURE： REVIEW 
Background 
Impulse buying is an important form of consumer buying 
behaviour which is of significant interest to researchers 
and retail management alike. A 1977 study by Beverage 
：广 
工ndustryi shown that impulse buying accounted for nearly 
two-third of all purchases in the supermarket. 
H 
The first study on impulse buying was conducted by 
DuPont De Nemours an參 Company in 1 9 4 5 T h e result of that 
言:、 
study attracted th^ attention of researchers and many 
researches on impulse buying were continued in the 
following years. From the results of the studies, 
researchers reported a steady increase in the incidence of 
impulse buying. To illustrate, the DuPont De Nemours 
Company investigated supermarket buying behaviour from 1945 
to 1965 and found that the ratio of impulse buying 
^"Consumer Buying Decisions Made in Store." Beverage 
Industry, 22 July 1977, p.22-23. 
2du Pont De Nemours and Company. Consumer Buying Habits 
Studies. Wilmington, DE: du Pont De Nemours and Company, 
1945.“"" 
3 
increased from 38.2 percent to 50.0 percent of total 
consumer purchases over this 2 0-year period. One recent 
study even indicated that nine out of ten shoppers 
occasionally buy on impulse.^ Researchers have concluded 
that shoppers are gradually transferring purchase planning 
from the home to the store. They enter the store with a 
general intention to buy, but shape up the actual buying 
decision at the point of purchase. This purchasing pattern 
has greatly increased the opportunity of impulse buying. It 
can be foreseen that there is a long-term upward trend 
toward impulse buying in the field of consumer buying 
behaviour. 
Both manufacturers and retailers are interested in 
impulse buying because it accounts for a large proportion 
of consumer purchases in stores. Moreover, they may 
increase their sales and respective market shares if they 
better understand what influences consumer buying 
behaviour. Manufacturers spend large sums each year 
•promoting* their brands in retail outlets, hoping to 
increase awareness, trial, sales and ultimately market 
share, in part, by impulse buying. In the United States, 
the growth rate of sales promotion expenditure is greater 
than that of advertising expenditure. In 1984, sales 
• promotion expenditure was nearly $85 billion.^ Similar 
belles, G. "We‘re in the Habit of Impulse Buying•” USA 
Today• 21 May 1986, p.1. 
^j.F. Engel, M.R. Warshaw and T.C. Kinnear. Promotional 
Strategy• Homewood, 111.: Irwin, 1987, p.439. 
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trends also occur in South Africa and Europe. In order to 
encourage consumer to， buy their brands at point of 
purchase, manufacturers need information on the 
effectiveness of different in-store stimuli and the extent 
to, which they influence consumer buying behaviour. 
Retailers also need such information to determine the 
efficiency of resources used to stimulate additional sales 
and perhaps to differentiate their stores from those of 
competitors. Several kinds of retailers, particularly 
supermarket executives and managers, allegedly use impulse 
buying as a criterion for decision about merchandise space 
location and differential promotion treatments of items. As 
Simmon^ has stated: 'Awareness of the level of impulse 
buying does provide a useful guide to the allocation of 
resources. It indicates products where below the line 
expenditure would appear to be warranted . . . and others 
where it would not.丨 Therefore, information about impulse 
buying is invaluable to the field of marketing. 
The Definitions of Impulse Buying 
Although impulse buying is a well known and frequently 
talked about type of behaviour, there is no common 
agreement about the definition of the behaviour. Actually, 
^M. Simmon. "Point of Sale Advertising•“ Journal of the 
Market Research Society 10 (1986) :2. 
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the term is used in many different ways. The following are 
illustrative of the variety of conceptual definitions: 
(1) An impulse purchase is an unplanned, spur of the 
moment decision to purchase a product.^ 
(2) An impulse purchase is a logical and efficient way 
of making purchase decisions, since by waiting until one is 
in the store to finalize purchase intentions, a more 
comprehensive and realistic evaluation of purchase 
alternatives can often be made.^ 
(3) Impulse buying is a "decision-process" which is 
oriented on the concept of "relatively time lapse". For 
instance, if a consumer‘s "actual" buying decision for a 
product is made in a shorter period than that of her 
"normal" buying decision, she made a decision that is more 
impulsive than her normal behaviour.® 
(4) Impulse buying is a "mix" of different categories 
of behaviour rather than one. These categories are defined 
as follows: (1) pure impulse is a novelty or escape 
^William R. Davidson and Alton F. Doody. Retailing 
Management. New York: The Ronald Press Company, 1966, 
p.180. 
^Saul Nesbitt. "Today's Housewives Plan Menus as They 
Shop." Nesbitt Associates Release, 1959, p.2-3. 
8Joseph S. D‘Antoni, Jr., and Howard L, Shenson, 
"Impulse Buying Revisited: A Behaviourial Typology.“ 
Journal of Retailing 49 (Spring 1973):63-76. 
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purchase which breaks a normal buying pattern; (2) 
remainder impulse occurs when the shopper sees an item and 
remembers prior advertisement/information that leads to the 
purchase; (3) suggestion impulse buying occurs when a 
shopper sees a product for the first time and then 
perceives a need for it; (4) planned impulse purchasing 
takes place when the shopper enters those stores with the 
intention to make certain purchase decisions dependent upon 
the availability of price specials, coupon offers, and the 
like.9 
Since the lack of consensus concerning impulse buying 
limits the concept‘s usefulness, it is necessary to select 
a definition that is conceptually sound and relatively easy 
to apply. In order to develop a pragmatic concept of 
impulse purchasing, the function of those information to be 
collected must be considered. One important application of 
the finding is at the manufacture and retail-store level 
for directing in-store promotions such as packaging, 
display, shelf space, price reduction and so on. To achieve 
the objectives stated in chapter one, an approach focusing 
on the role of in-store influences in the buying decision 
'stern, Hawkins. "The Significance of Impulse Buying 
Today•” Journal of Marketing 26 (April 1962):59-60. 
I 
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is most appropriate. Thus, impulse buying is defined in 
•this research as: 
0 
Impulse buying is a purchase decision made in-store 
with no explicit recognition of a need for such a 
purchase prior to entry into those stores 
Moreover, it is better to assess the extent of 
planning which occurs prior to entering the store in terms 
of two variables product category intent and specific 
brand intent. Based on these two variables, a 2X2 matrix is 
constructed and shown in Table 1. 
Table 1 Classification Scheme of Purchasers 
Intent to Purchase 
the Product Category 
Yes ^ 
Intent to Yes Planner 
Purchase the 
Specific Brand No Partial Impulse 
Planner Purchaser 
From the matrix, three types of purchasers can be 
identified: those who intend to purchase both the product 
category and the specific brand (refer to as planners), 
those who intend to purchase the category but not the brand 
(refer to as partial planners), and those who intend to 
i�Abratt, Russell and S.D. Goodey. "Unplanned Buying 
and In-store Stimuli in Supermarket.“ Managerial and 
Decision Economics Vol.11 (1990):118. 
8 
purchase neither the category nor the brand (refer to as 
impulse purchasers)• It’ is clear that no respondent will 
fall into the upper right quadrant. In other words, a 
shopper who has no prior intent to purchase the general 
category will not then show a prior intent to purchase a 
specific brand from that category. 
Explanations of The Occurrence of Impulse Buying 
There are different explanations to explain the 
occurrence of impulse buying. Two of them are: (1) the 
exposure to in-store stimuli hypothesis; and (2) the 
customer-commitment hypothesis. According to the exposure 
hypothesis, in-store stimuli induce impulse purchases 
simply because they act as reminders of shopping needs or 
it may result in shoppers recognizing new ways of 
satisfying needs.” 
The customer-cominitment hypothesis states that 
unplanned purchasing, or difference between purchase 
intention and actual purchase, is attributable, in part, to 
incomplete measure of purchase plan. It is because the 
respondent may be unwilling to itemize her purchase 
intention by articulating only a partial itemization of 
what she plans to purchase. In this way, she can complete 
”David T. Kollat and Ronald P. Willett. "Is Impulse 
Purchasing Really a Useful Concept for Marketing 
Decisions•“ Journal of Marketing 33 (January 1969):81. 
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the interview without spending too much time or having to 
think too much. In some cases, respondent may be unable to 
itemize her purchase. It is because most studies force the 
shopper, in the absence of shopping list and in-store 
stimuli, to rely on memory for purchase intentions. The 
unaided and nearly spontaneous recall mean that measured 
purchase plans will deviate to some degree from actual 
purchase plans. The deviation is just the measured impulse 
buying. ^^ 
Reasons for The Growing Trend of Impulse Buying 
In recent years, a lot of consumers have changed their 
shopping patterns to unplanned buying as a result of 
changes in the social and economic atmosphere and changes 
in channels of distribution. 
The growth of population with increased in income and 
education lets the consumers be less guilty about spending. 
They may not take careful consideration before buying 
comition items. This condition is more serious when more 
married women are entering the labour force. Their family 
incomes have greatly increased but they themselves have 
less leisure time. They do not want to spend too much time 
and effort in purchase planning. In this way, the growth of 
self-service merchandising has fitted their need because it 
^^Same reference as footnote 9, p.61-62. 
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permits the shoppers to explore, compare and reach a 
decision unhindered in the store. Moreover, heavier levels 
of advertising, greater emphasis on in-store displays and 
other promotional tools all provide suitable information to 
shoppers utilize the store itself as a giant catalog to 
make up their buying decisions in the store. As Stern^^ 
stated: ‘Shoppers are increasingly transferring planning 
from the home to the store … e n t e r i n g the store with a 
general intention to buy, but reaching those actual buying 
decision at the point of purchase.丨 As a result, consumers 
are much easier affected by in-store environment which will 
lead to impulse buying. 
Furthermore, marketing innovations such as cash 
machines, 24-hour retailing stores, credit cards, "instant 
credit", telemarketing and home shopping networks now make 
it more convenient than ever before for consumers to 
purchase items on impulse. 
Previous Research Review 
Extensive studies on impulse buying began in the early‘ 
1950s and concentrated upon those purchase decisions that 
were made after the consumer had entered a retail 
environment. The DuPont Consumer Buying Habits Studies/^ 
i3saine reference as footnote 9, p. 60. 
i^Same reference as footnote 2, 1949, 1954, 1959, 1965. 
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and also surveys supported by the Point-of-Purchase 
Advertising Institute, 1� a r e pioneer in impulse buying 
research during this period. Numerous studies subsequently 
investigated the extent of impulse buying across various 
product categories (Applebaum^S- Cloveri?,. west^s； Katona 
and Mueller^') , and in different retail outlets (Clover�。； 
Consumer Buying Habits Studies^i) . Table 2^ 2 summarizes the 
findings in this area. 
i5patterson, Lawrence W. In-Store Traffic Flow. New 
York: Point-of-Purchasing Advertising Institute, 1963. 
^^Applebaum, William. "Studying Customer Behaviour in 
Retail Stores." Journal of Marketina 16 (October 1951):172-
178. 
i7ciover, Vernon T. "Relative Importance of Impulse 
Buying in Retail Stores•“ Journal of Marketing 25 (July 
1950):66-70. 
i8west, John C. "Results of Two Years of Study into 
Impulse Buying.“ Journal of Marketing 15 (January 
1951):362-363. 
i9Katona, George and Eva Mueller. The Dynamics of 
Consumer Reactions. New York: New York University Press, 
1955, p.30-88. 
^^Same reference as footnote 17, p.66-70. 
^^Same reference as footnote 2,1965. 
22cathy J. Cobb and Wayne D. Hoyer. "Planned Versus 
Impulse Purchase Behaviour.“ Journal of Retailing 62 
(Winter 1986):387-388• 
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Table 2 A Summary of Findings Concerning the Incidence of Impulse Buying by Type of Product and Type of Outlet 
m 
Rate of Rate of 
Investigator(s) Year Type of Impulse Type of Outlet Impulse 
Product Buying per Buying 
sjsasjjjjjjj^jjjjjjj^jjjj^jjjj^ _ _ _ _ _ ^ ^ ^ ^ ^ ^ ^ ^ Product per Outlet 
DuPoii,t 1945 grocery NA grocery 38.2% 
1949 product 38.4% 
1954 categories 48.0% 
腳 50.9% 
蘭 50.0% 








West 1951 14 product grocery 43.5% 
categories, drug 26.6% 
including: variety 41.5% 
candy 65.8% department 33.6% 





POPAI 1963 Over 50 3 types of drug 
product stores: 
categories, clerk-assisting 11.0% 
including: self-service 22.0% 





Kollat and Willett 1967 64 grocery NA grocery 50.0% 
product 
categories 
Williams and 1972 women's specialty 33.0% 
Dardis outerwear 46.0% department 37.0% 
women's discount /variety 31.0% 
underwear 30.0% 




Prasad 1975 nonfood, such NA department 39.3% 






BeUenger, 1978 20 product department 38.7% 






and furnishings 40.0% 
bakery goods 55.0% 
costume 
jewelry 62.0% 
Among the various researches in impulse buying, three 
major studies in supermarkets have been conducted in recent 
years. They are: Popai/DuPont Consumer Buying Habits 
Study^^； the Johnson and Williams s t u d y� a n d the Kollat 
and Willett study of Consumer Impulse Purchasing 
Behaviour 
The Popai/DuPont study classified purchasing behaviour 
into four categories: specifically planned purchase, 
generally planned purchase, substitute purchase and 
unplanned purchase. It found that approximately 65% of all 
^^Same reference as footnote 2, 1977. 
^^ M. Johnson and J. Williams. "Towards more Effective 
Point of Sale.” Market Research Society Conference Papers 
(London), 1984, p.208-233. 
25Kollat, David T. and R.P. Willett. "Customer Impulse 




supermarket purchasing decisions were made in-store with 
over 50% of these being unplanned. Moreover, there was 
significant difference in the extent of unplanned buying 
between varied product categories. 
� ( 
The Johnson and Williams study was conducted in a 
similar way to that of the Popai/DuPont study over a period 
of one year. In their study, it appeared that 20% of 
purchasing decisions were made inside the store and the 
rate of impulse purchase differed for different product 
categories. 
The Kollat and Willett study was carried in eight 
stores of a national supermarket chain over a four-week 
period. The employed methodology was an expansion and 
modification of the DuPont approach. They found that 
customers generally bought 50.5% of their products on an 
unplanned basis. 
Later, impulse buying research proliferated and 
extended to investigate the affectiveness of different 
merchandising stimuli such as size of shelf space^^ and 
26cox, Keith. "The Responsiveness of Food Sales to 
Shelf Space Changes in Supermarkets.“ Journal of 
Advertising Research 1 (May 1964) :63-67. 
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retail shelf p o s i t W ? on impulse buying. The results^^ 
are listed in Table 3. 
Table 3 In-store stimuli Mentioned by Respondents 
Involved in Unplanned Brand Purchasing Decisions 
Stimuli No. of Percentage 
mentions of total 
mentions 
Sign on shelf 216 54.0 
^ricQ ^ 14.5 
Special display 32 8.0 
Other ^ ^ 
Point-of-sale material 18 4 . 5 
Friend suggested it 16 4.0 
End-of-aisle display 14 3.5 
Advertising recall 9 2.0 
Family suggested it 8 2.0 
Size/packaging 5 1.0 
Special offer 3 1.0 
In-store advertising 1 0.5 
Total 100.0 
On the other hand, many studies have focused to 
investigate the types of circumstances in which consumers 
buy items without prior planning^^ and examine the 
correlations between consumers• demographic and lifestyle 
^^ B. Swell. Institute of Marketing Management, London. 
Merchandising Seminar, April 1984. 
®^Saine reference as footnote 10, p. 118. 
29saine reference as footnote 9, p. 59-62. 
\ 
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Characteristics and their buying s u s c e p t i b i l i t y T o 
summarize the research to date, several points are evident: 
-Impulse purchasing is more likely to occur with a 
greater number of product purchases and, in a related 
sense, with a larger grocery billf 
-Impulse buying is more apparent among products with 
a low purchase frequency ；^^  
-Larger families exhibit higher incidence of impulse 
purchasing; 
- P r i c e probably exerts the most direct control on 
impulse buying严 
- T h e extent of impulse buying do not significantly 
vary with time of shopping(day/evening) and existence of a 
prepared shopping listf 
- The influence of economic, demographic and 
personality on shoppers丨 degree of purchase planning is 
insignificant. Impulse buying may be more a function of 
situational variables (store-environment, product and trip-
specific variables) than of shopper characteristics.^^ 
如Same reference as footnote 25, p.21-31. 
引Same reference as footnote 25, p.29. 
^^Same reference as footnote 25, p.26. 
^^ Saitie reference as footnote 22, p. 394. 
^^Same reference as footnote 9, p.61. 
35prasad, K. "Unplanned Buying in Two Retail Settings.“ 
Journal of Marketing 51 (Fall 1975):7. 
36same reference as footnote 25, p.24. 
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Difficulties of Usina Previous Results 
p 
Despite its importance and long history, there is 
little useful evidence available on the subject of impulse 
buying. It is because the findings are not always 
consistent across studies and it is not easy to draw a 
conclusion by comparing the results from different impulse 
buying researches. One of the problems is that the time 
period varies in those studies. Moreover, the types of 
investigated outlets and items are also different. All in 
all, the use of different definitions for impulse buying 
makes it difficult, if not impossible, to compare findings 
across studies. The lack of agreement about the definition 
of impulse purchasing has greatly limited the usefulness of 
the previous studies. 
The operational procedures used to measure impulse 
buying are also problematic. Impulse buying is usually 
defined as the difference between actually bought and prior 
planned acquisitions. There are two methods to measure the 
planned purchase list of the customer. One of them is to 
question the shoppers upon entering the store as to what 
they plan to purchase. But this will disturb their 
subsequent actual purchases in the store. The other one is 
to ask the shoppers recalling their original "planned 
purchase" items after they have left the store. However, 
memory limitation and lack of in-store stimuli may affect 
the description of prior planned acquisitions. As a result. 
L � 
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both methods cannot measure the extent of impulse buying 
correctly because consumers may be unable or unwilling to 
describe their purchase intentions accurately. 
I 
Factors for Inmulse Buvina 
Stern37 has identified nine major product-related 
factors which may influence unplanned buying. They are 
listed as follows: 
1/ Low Price. Price probably exerts the most direct 
effect on impulse buying. It automatically eliminates most 
shopping goods, such as car and ship, as impulse purchased 
items. Price mainly influences impulse purchasing of 
convenience goods such as snack, beverage ... etc.. 
Coupons, prizes, contests, lucky draws, regular and bargain 
prices are all pricing devices to stimulate impulse buying. 
2. Marginal Need for Item. Many convenience goods are 
not necessities. They are marginal need items, in that the 
shopper can postpone her purchase until it is convenient to 
buy them. Since these items are not the major target of a 
shopping trip, and the need for them is not urgent, they 
are less likely to be planned purchases • • • and more likely 
to be impulse items. 
^^Same reference as footnote 9, p.61-62. 
’‘ I 
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3. Mass Distribution. The more numerous the outlets in 
which an item is availa^ble, the more convenience for the 
consumer to find and buy it impulsively. 
、， 4. Self-service. Since self-service store provides 
more items, choices, exposures and freedom for the shopper, 
this type of outlet can stimulate the occurrence of impulse 
buying. 
5. Mass Advertising. Although the main purpose of mass 
advertising is to induce preplanned purchases (preferably 
brand purchases), the reminder effect of the advertising 
will invoke the appearance of impulse buying. 
6. Prominent Store Display. Prominent display can 
increase impulse buying because it can catch the eye appeal 
and attention of the consumer. Display here includes 
special in-store promotion materials, distinctive 
packaging, favourable shelf position and size. 
7. Short Product Life. The shorter the product life of 
an item, the more likely it is to be purchased on impulse. 
If the shopper purchases an item frequently, she will not 
spend much time and effort to plan for it. It is expected 
that she will rely on encountering it at the store and 
buying it on impulse. 
I 香 港 中 文 大 學 圆 書 狩 拔 書 I 
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8. Small Size or Light Weight. Size and weight of an 
item are critical factors to impulse purchasing. The large 
and heavy item forces the shopper to make some special 
planning and reduce her intention of impulse buying. 
However, light, small and easily transported items do not 
have this problem and are more likely to be impulse items. 
9. Ease of Storage. The problem of where to store the 
item once the shopper buys it also influences impulse 
buying. Those easily stored items are more likely to be 
impuIse items. 
Characteristics of Impulse Buyer 
According to various studies of impulse buying, 
planners are likely to have an emotional attachment to 
their brand, buy the most familiar brand, be certain of the 
quality of their brand, buy on the basis of performance, 
and believe that their brand satisfies their needs better 
than other brands. Impulse purchasers are expected to shop 
for specials, be affected by mood state and be influenced 
by advertising.38 
Moreover, it is expected that impulse purchasers will 
be classified as clarifiers who have the desire to seek new 
information as a means of clarification. Three 
®^Saine reference as footnote 22, p. 402. 
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characteristics are positively related to them: 
venturesomeness (or willingness to take risks in trying new 
things), shopping proneness, and information-seeking 
tendencies. And they are particularly susceptible to 
attention-getting devices in the stores.39 
On the other hand, purchase planners are better 
described as simplifiers because they will avoid new 
information under conditions of uncertainty. They are quite 
consistent in their behaviour, buying what they feel is the 
best brand. The buying decision has already well though out 
and planned in prior of shopping. In particular, product 
image and performance seem to be the critical factors for 
them. As a result, retailers may have little ability to 
influence this group of consumers in their stores. 
二 ( 
. f 
39sanie reference as footnote 22, p.394. 






The research was an exploratory one aimed at 
investigating the phenomenon of impulse buying in Hong Kong 
stores. In order to meet the objectives, a field survey 
using structured questionnaires with personal face-to-face 
interviews was conducted. The subjects for the interview 
were consumers who had bought items at the specific 
supermarkets. They were asked to respond only after their 
shopping. 
A structured questionnaire with fixed-alternative 
questions were used because it enabled simple 
administration, easy tabulation and analysis. Meanwhile, 
structured questionnaires were usually associated with 
higher reliability 
4iGilbert A. Churchill, Jr. Marketing Research • 
Chicago: The Dryden Press, 1991, p.319. 
I-
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‘Subjects were told that the research was undertaken by 
the Chinese University of Hong Kong so as to maximize 
cooperation from the respondents. 
The questionnaire (see Appendix 1) was pretested with 
ten customers in the Park‘N Shop at the Chinese University 
of Hong Kong. After carefully considering the opinions of 
the respondents, the questionnaire was revised and modified 
as shown in Appendix 2. 
The finalized questionnaire was divided into four 
sections. At the beginning, a filtering question would 
screen out buyers from nonbuyers in the supermarket. Only 
buyers would be invited to participate in the study. 
Otherwise, the interview would be terminated. If the 
respondent was a nonbuyer, another shopper would be asked 
until the quota of 100 buyers was met. 
Section 1 was used to classify the respondents into 
different types of buyers by asking their intention to buy 
specific product categories and brands. It would then show 
the proportions of various groups of buyers in local 
supermarkets. Moreover, the questions of this section also 
examine the relationship between impulse buying behaviour 
and various product categories. All product items were 
divided into six categories and listed in Table 4. 
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Table 4 The Classification of Product Categories 
Product ‘ Items 
Categories 
Bakery, biscuits, cereals, snacks, 
Food confectionary, nuts, chips, rice, beans, 
noodles, pasta, fresh meat, dairy product, 
‘ ice-cream, frozen and canned foods 
Drinks Liquor, beers, beverages, cordials, juice, 
tea, coffee, milks and creams 
Seasonings Condiments； oil, cooking and baby needs 
Household Toiletries, sanitary goods, diapers, 
goods household cleansing, gardening and 
manches七er 
Utensils Kitchen ware and party needs 
Miscellaneous Magazines, medicines, personal care, 
cigarettes, tapes, films and special goods 
for good health such as bird's nest 
The questions of Section 2 were designed to 
investigate the relationship between impulse buying and 
decision task variables as well as product-related factors. 
In the study, decision task variables referred to aspects 
which helped to define the choice context. Product-related 
factors were stimuli which might influence impulse buying 
behaviours. Both the variables and factors were 
modification and extension of the listed in-store stimuli 
in Stern study.^^ They included: (1) low price, (2) price 
pack, (3) lucky draws and gifts, (4) attractive package, 
(5) prominent store display, (6) mass advertising , (7) 
brand awareness, (8) easy of storage, (9) good quality, and 
(10) better fulfilment of customers丨 needs. Since the 
^^Same reference as footnote 9, p.61-62. 
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respondents might not know the meaning of the above 
stimuli, explanations were added to maintain clearance and 
consistency. For the planners, they would skip the 
questions about decision task variables. Two more questions 
were asked in this section to determine whether impulse 
purchasing was affected by shopping frequency and visiting 
time or not. 
The aim of Section 3 was to collect the personal data 
of the respondents in order to make a good cross-sectional 
analysis about the subjects in the sample so as to find out 
the correlation between demographic background and impulse 
purchasing behaviour. The checked demographic profile of 
the respondents were sex, age, marital status, education 
level, occupation, personal and family income. 
Method of Administration 
Interviewer stationed at the exit of the supermarket 
intercepted or stopped those who had just shopped inside. 
The buyers were screened and asked if they would be willing 
‘ to participate in the research study. 
Since impulse buyers‘ might easily forget the stimuli 
inducing their impulse buying, in-home personal interview, 
mailing and telephoning all suffered latency. Thus, 
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personal face-to-face interviews at the exit of 
supermarkets seemed appropriate. 
fK 
Measurement Scale �• -
The extent of impulse buying, decision task variables 
and personal information were determined through fixed-
alternative questions. 
The respondents‘ attitude toward various product-
related factors on impulse buying was checked by asking 
them to tick the important factors from a series of listed 
stimuli. 
Population, Sampling, Sample Size and Time 
The population of the research study included all 
buyers at supermarket. Four sites were selected. They were 
the two Park ‘ N Shop located in Kowloon Tong and Chinese 
University of Hong Kong and the two Wellcome Supermarket 
located in Wo Che and Shek Yam. These four supermarkets 
were located in either Kowloon or the New Territories. 
Moreover, they are also branches of the two largest chains 
of supermarkets in Hong Kong. The target customers of 
Wellcome Supermarket are lower income customers while 
Park‘N Shop concentrates on the middle and upper income 
27 
shoppers. Thus, they can provide a fair representation of 
Hong Kong consumer mix from an economic, social and 
cultural point of view. All in all, the residents in the 
four chosen districts had varied backgrounds and were good 
candidates for convenience sampling. 
"Impulse buyer" was defined as customers who had no 
intention to buy specific product category and brand before 
entering the supermarket. The planning of buying specific 
product category and brand also classified buyers to be 
planners and partial planners. Table 3 in chapter two has 
shown the definitions of different types of buyers. 
Field surveys were conducted on the 7th (Saturday) and 
the 8th (Sunday) of March. It started from 10:00 a.m. , when 
the store opened, until 8:00 p.m. with a one hour break for 
lunch and a one hour break for dinner in between. 25 
questionnaires were finished on each day and at each site. 
In other words, 100 completed questionnaires were collected 
in the survey. Saturday and Sunday were chosen because 
these two days were family days for shopping. This provided 
a large and diversified sample for the study. The schedule 
of the interviews were presented in Table 5. 
28 
Table 5 The Schedule of On-street Interviews 
Date , Location 
7-3-92 (1) Wellcome Supermarket at 
Wo Che Shopping Centre 
(2) Park‘N Shop at Franki 
Centre of Kowloon Tong 
8-3-92 (1) Wellcome Supermarket at 
Shek Yam Estate 
(2) Park'N Shop at the 
Chinese University of 
Hong Kong 
Data Analysis 
After the questionnaires were collected, information 
were entered into the computer. Editing were performed at 
the field as well as at the computer centre. That is, 
sheets of questionnaires were inspected and corrected if 
necessary. The data collected were then analyzed using the 
eye balling method and statistic techniques such as the 
Chi-square test. The ways of analyses and the rationales 
were discussed below. 
Tabulation 
‘One way tabulations were performed in each and every 
question in the questionnaire. The objectives were (1) to 
determine the empirical distribution of the variables in 
question, (2) to calculate summary statistics such as mean, 
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frequency and standard deviation and (3) to locate blunders 
and outlier. 
p 
’, Extent of Various Buying Behaviour 
among Shoppers 
This part involved the data collected by Questions 1, 
3 and 5 in the Filtering Question Section and Section 1 of 
the questionnaire• 
a. Impulse Buyers 
Respondents answered "No" in Question 3 of Section 1 
were buyers who had bought some items impulsively with 
respect to the product categories. Since it was 
unreasonable for buyer who had no intention to purchase a 
specific category of product but the brand, buyer bought a 
product category without planning indicated that she also 
has no intention to buy that brand of item. In other words, 
she was an impulse buyer. As a result, the proportion of 
impulse buyers among shoppers in supermarkets was 
determined by the percentage of impulse buyers (those 
responded "No" to Question 3 in Section 1) to shoppers 
(those responded "Yes" to ‘Filtering Question #1). The 
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formula is shown below: 
Frequency counts of respondents answered 
"No" to Question 3 in Section 1 
• 講 脚 聽 • 穩 雄 一 一 脚 辅 鐘 嫌 一 華 • • 脚 • • • X 1 0 0 % 
Frequency counts of respondents answered 
"Yes" to filtering question #1 
- I 
b. Partially Planned Buyers 
Question 5 in Section 1 was used to investigate the 
intention of the buyer to purchase the brand of the item. 
Since all the respondents to this question had planned to 
buy the product category, the answer of Question 5 
classified buyers into partially planned buyers and planned 
buyers. Then, the proportion of partially planned buyers 
among shoppers in supermarkets was determined by the 
percentage of partially planned buyers (those responded 
"No" to Question 5 in Section 1) to shoppers (those 
responded "Yes" to filtering question #1)• The formula is: 
Frequency counts of respondents answered 
"No" in Question 5 in Section 1 
一 一 一 一 一 一 一 一 一 一 一 一 一 一 一 一 一 一 一 一 •一一一一一 •一一一一一一一一一一華一 •一 X 1 0 0 % 
Frequency counts of respondents answered 
"Yes" to filtering question #1 
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c. Planned Buyers 
The proportion of planned buyers among shoppers in 
supermarkets could be determined by the percentage of 
planned buyers (those responded "Yes" to Question 5 in 
Section 1) to shoppers (those responded "Yes" to filtering 
question #1) as shown by the following formula: 
Frequency counts of respondents answered 
"Yes" to Question 5 in Section 1 
^ — — — — — — — —• ^― — — m^ — mtm «»> » — ««• mw ^  ^  _ w ^ ^^  100 ^ 
Frequency counts of respondents answered 
"Yes" to filtering question #1 
Incidence of Various Groups of Purchasers 
by Product Categories 
Answers of Question 2, 4 and 6 were used to 
investigate the relationship between the extent of various 
buying behaviours and product categories. 
Histograms 
Responses to Question 2, 4, 6, 7, 8 and 9 in Section 
1 and 2 of the questionnaire were presented in bar charts. 
The charts showed the frequency distributions of (i) 
different types of buyers with respect to various product 
categories, (ii) the decision task variables inducing 
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buying of the types of items impulsively, (iii) the 
decision task variables， inducing buying of the brands of 
items impulsively, and (iv) the product-related factors 
inducing impulse purchasing. 
‘ I 
Cross Tabulation of The Results 
Frequencies of the three types of buyers were 
tabulated with respect to sex, age, marital status, 
occupations, education levels, shopping frequencies, 
visiting times, personal and family income. 
In order to determine the characteristics of each type 
of buyers, the distribution of every demographic variable 
was tested statistically. If the difference of the observed 
frequencies in that demographic variable was significant, 
it could be concluded that the difference was not due to 
chance and the dominant category was a good description of 
the characteristics of that particular group of buyer. 
Chi-square-goodness-of-fit test was used to 
investigate the demographics of different types of buyers. 
Each particular type of buyers falls into one of the k (k 
is the number of categories) mutually exclusive categories 
with respect to specific demographic variables. All that 
was necessary to employ the test was to calculate the 
expected number of cases that would fall in each category 
33 
and to compare that with the observed number actually 
falling in the category. The test statistic can be obtained 
from the following formula: 
i=l 
where 
O. was the observed number of cases falling in the ith 
category; and 
E- was the expected number of cases falling in the ith 
category. 
The expected number falling into a category was 
generated from the null hypothesis that the respondents of 
different types of buyers were evenly distributed and there 
was no dominant characteristic for them. In other words, E. 
was equal to total number of that type of buyers divided by 
the number of k classes in the particular demographic 
variable. 
The chi-square distribution is one of the statistical 
distributions that is completely determined by its degree 
of freedom v. In the study, the number of degrees of 
freedom was one less than the number of categories k; that 
was, v=k-l. This was because the sum of the differences 
between the observed and expected frequencies was zero. 
Both the expected and observed frequencies should sum to 
the total number of cases. Given any k-1 differences, the 
remaining difference was thus fixed, and this resulted in 
the loss of one degree of freedom. 
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The tabled value of X^ with a significance level of 
qj=0.05 would then be，checked from the table. If the 
calculated value of X^ was smaller than that of the tabled 
one, the null hypothesis would not be rejected and there 
was no significant difference between various categories of 
that particular demographic variable. Otherwise, the null 
hypothesis should be rejected and the category with the 
highest frequency was the dominant characteristic of that 






The frequency and distribution of the answers for each 
question in the questionnaire was tabulated and presented 
in Appendix 4. 
Extent of Various Buying Behaviour among Shoppers 
Table 6 Profile of Buyers 
Types of Purchasers Frequency Percentage 
Impulse Buyer 45 ^ 
Partially Planned Buyer ^ ^ 
Planned Buyer ^ ^ 
Total 
Table 6 presented the frequencies of various types of 
purchasers, As the table indicated, the incidence of true 
impulse buyer was rather large (45%), comparing with 
planned and partially planned buyer (26% and 29%, 
respectively)• The extent of impulse buyer in the present 
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study was close to that of the Popai/DuPont study^^ in the 
USA. Moreover, if partially planned buying is also 
considered as a form of impulse buying action, then the 
total incidence of impulse buying would be more than two-
third (74%)• This result reflected that impulse buying is 
now an important buying behaviour in Hong Kong. 
Moreover, there was an interesting finding in Table 7 
and 8. Although the target customers of Park • N Shop and 
Wellcome Supermarket were different, the incidence of the 
three types of buyers of the two supermarkets were close to 
each other. The chi-square test also indicated that there 
was no evidence of a statistically significant difference 
between different supermarkets with respect to various 
types of purchasers. 
Table 7 Profile of Buyers in Park'N Shop 
and Wellcome Supermarket 
Supermarket Impulse Partially Planned 
Buyer Planned Buyer 
Buyer 
Park‘N Shop 22 (48.89%) 17 (58.62%) 11 (42.31%) 
Wellcome 
Supermarket 23 (51.11%) 12 (41.38%) 15 (57.69%) 
Total 45 (100%) 29 (100%) 26 (100%) 
^^Same reference as footnote 2, 1977. 
37 
Table 8 X^ Value of Different Types of Buyers with, 
respect to Different Supermarkets 
Impulse Partially Planned 
Buyer Planned Buyer 
Buyer 
Calculated. (0.022) (0.862) (0.616) 
,.i" value 
Note: (1) Table X^ =3.84 
(2) ( ) = Insignificant 
Incidence of Various Groups of Purchasers 
by Product Categories . 
Histogram of Various Purchasers 
Vs. Different Product Categories 
Percentage of Purchasers 
80 I “ 
liiiliyjl 
Beverage Food HouseholdSeasoning Utensil Miscell. 
* ^ 
Types of Products 
• Planned Buyer M Partial Planner H Impulse Buyer 
Exhibit 1 
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Table 9 Incidence of Various Types of Purchasers by 
Product Categories 
Product Planned Partial Impulse 
Categories Buyer Planned Buyer Total 
Buyer 
‘Beverages 15(34.09%) 6(13.64%) 23(52.27%) 44 
Foods � 13(23.64%) 22(40.00%) 20(36.36%) 55 
Household 
• goods 1(10.00%) 2(20.00%) 7(70.00%) 10 
Seasonings 3(25.00%) 1(8.33%) 8(66.67%) 12 
Utensils 2(22.22%) 3(33.33%) 4(44.45%) 9 
Miscellaneous 4(21.05%) 2(10.53%) 13(68.42%) 19 
According to Table 9, food was the most popular item 
in the supermarket, followed by beverage and miscellaneous. 
For the food items, 40% of the purchasers were partially 
planned buyer. In combining with the planned buyers 
(23.64%), nearly two-third of food buyers reported a prior 
intent to purchase food before entering the supermarket, 
even though the actual brand selection might be made at the 
point of purchase. It is reasonable because few people, who 
have no prior intent to eat, will be stimulated to buy food 
in the store. Perhaps food is a necessity which is used to 
satisfy a physiological need rather than a psychological 
one. 
On the other hand, the other classified products in 
the study were bought impulsively most of the time (44.45% 
- 70.00%) . Especially the household, seasoning and 
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miscellaneous items, over two-third of them were bought 
with no intention to both the product type and specific 
brand before entering the store. 
Moreover, a small and even distribution (10.00% -
34.09%) of planned buyers existed in all product 
categories. It meant that planned purchase behaviour did 
not confine to any one special type of product in this 
study. 
The Effect of Decision Task and Product-related Factors 
among Different Types of Buyers 
The present study attempted to examine the 
affectiveness of some variables, which were considered as 
important factors to stimulate impulse buying behaviour in 
the Western countries. The results were presented in Table 
10, 11 and 12. 
4 
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Histogram of Impulse Buying Vs Different 
Decision Task Variables by Product Types 
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Table 10 Distribution of Decision Task Variables in 
Unplanned Buying with Respect to Types of 
Products 
Decision Task Variables Impulse Buyer (45) 
Low price 32 (71.11%) 
Price pack 12 (26.67%) 
Lucky draws and gifts 6 (13 ,33%) 
Attractive package 9 (20.00%) 
Prominent store display 4 (8 , 89%) 
Mass advertising 13 (28 . 89%) 
Easy of storage 4 (8.89%) 
Others 7 (15.56%) 
The figures of Table 10 indicated that low price 
(71.11%) was the dominant stimulus to induce true impulse 
buying with respect to types of products. This finding was 
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not surprising. Stern“ has already said, “ Of several 
factors influencing impulse buying, price probably exerts 
the most direct control•” The other major stimuli were mass 
advertising (28.89%), price pack (26.67%) and attractive 
package (20.00%). But their importance was much less than 
that of low price. 
^^Same reference as footnote 9, p.61-62. 
42 
Histogram of Impulse Buying Vs Different 
Decision Task Variables by The Brands 
Percentage of Purchasers 
60 I — 
5 0 - -
'' 40- 1 
3 0 - 誦 論 
2 0 - 1 1 
0- l l w 1 丄 I L l i - i i a - — 1 fl •§ 
Prle« Pr»e« P亀ck GUI Psckag* Display M«sa Ad. Storage Awmm. Quallly N««d Oth«r 
Decision Task Variables 
I impulse Buyer _ Partial Planner 
Exhibit 3 
Table 11 Distribution of Decision Task Variables in 
Unplanned Buying with respect to 
Brands of Products 
Decision Task Variables Partially Impulse 
Planned Buyer (45) 
Buyer (29) 
Lower price 14 (48.28%) 26 (57.78%) 
Price pack 1 (3 .45%) 13 (28.89%) 
Lucky draws and gifts 0 (0. 00%) 7 (15.56%) 
Attractive package 1 (3 .45%) 1 (2.22%) 
Prominent store display 0 (0.00%) 2 (4.44%) 
. Mass advertising 2 (6,90%) 6 (13.33%) 
Easy of storage 1 (3.45%) 1 (2.22%) 
Brand awareness 10 (34.48%) 17 (37.78%) 
‘ Good quality of the brand 5 (17,24%) 19(42.22%) “ 
The brand fulfils your 4 (13.79%) 5 (11.11%) 
needs better 
• Others ‘ 4 (13.79%) 1 (2-22%) 
Focusing on the brand selection, price was also the 
major factor influencing the in-store brand decision of 
I 
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both impulse and partially planned buyers. Moreover, over 
one-third of these buyers showed that brand awareness was 
another important factor to consider when they were making 
brand selection. In other words, both the impulse and 
partially planned buyers would choose the brand which was 
familiar and famous to them. For impulse buyers, the 
quality of the brand was an influential factor, too. 42.22% 
of them chose the specific brand in the supermarket due to 
its good quality. Stated simply, at the level of brand 
selection, price was the most important factor, but buyers 
also paid attention to the brand awareness and product 
quality. 
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Histogram of Impulse Buying 
Vs. Different Product-Related-Factors 
Percentage of Purchasers 
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Table 12 Distribution of Product-Related-Factors in 
Impulse Buying 
Product-Related Factors Planned Partially Impulse 
Buyer (26) Planned Buyer (45) 
Buyer (29) 
Low price 19 (73.08%) 20 (68.97%) 38 (84.44%) 
Price pack 9 (34.62%) 11 (37.93%) 22 (48.89%) 
Lucky draws and gifts 3 {11M%) 3 (1035%) 17 (37.78%) 
Attractive package 7 (26.92%) 4 (13.79%) 6 (1333%) 
. Prominent store display 8 (30.77%) 2 (6.90%) 3 (6.67%) 
Mass advertising 8 (30.77%) 3 (1035%) 18 (40.00%) 
Easy of storage 5 (19.23%) 6 (20.69%) 7 (15^6%) ‘ 
Brand awareness 11 (4231%) 8 (27J9%) 10 (22:22%) 
Others 2 (7.69%) 0 (0.00%) 3 (6.67%) 
One of 七he aims of the study was to identify the 
product-related variables which would induce impulse buying 
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behaviour. The responses of different types of buyers were 
presented in Table 12. 
Once again, all three types of buyers agreed that low 
price was the primary stimulus that could induce impulse 
purchasing behaviour. Besides price, there were other 
important factors mentioned by the respondents. Most 
planned buyers suggested that brand awareness (42.31%), 
price pack (34.62%), prominent store display (30.77%) and 
mass advertising (30.77%) were influential variables which 
could cause them to purchase, even though they had no 
intention to buy before entering the supermarket. Regarding 
the partially planned purchasers, they though that the 
stimulus of price pack (37.93%) would affect them more. On 
the other hand, price pack (48.89%), mass advertising 
(40.00%), lucky draw and gift (37.78%) were the major 
factors among the opinions of impulse buyers in affecting 
their decision to buy impulsively. Although all of the 
eight factors were proved to be significant in Western 
countries, some of them such as easy of storage and 
attractive package were not significant in the Hong Kong 
environment. The reason for this phenomenon might be the 
difference in cultural background and buying behaviour 
between local consumers and Westerners. 
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The Effect of Visiting Time and Frequency 
on Different Buying Behaviour 
Table 13 Distribution of Length of Stay at Supermarket 
among Different Types of Buyers 
Visiting Planned Partially Impulse 
Time Buyer (26) Planned Buyer (45) 
Buyer (29) 
Less than 5 13 (50.00%) 15 (51.73%) 8 (17.78%) 
minutes 
6-15 12 (46.15%) 10 (34.48%) 18 (40.00%) 
minutes 
16—30 1 (3.85%) 4 (13.79%) 13 (28.89%) 
minutes 
31—45 0 (0.00%) 0 (0.00%) 5 (11.11%) 
minutes 
More than 0 (0.00%) 0 (0.00%) 1 (2.22%) 
46 minutes 
Table 13 presented the distribution of different types 
of buyers with respect to various visiting time in 
supermarket. From the table, it could be seen that the 
number of planned and partially planned purchasers showed 
a negative relationship with the length of stay in the 
supermarket. In other words, planners and partial planners 
would not spend much time on shopping. It was because they 
had already decided to buy which types of products prior to 
entering the supermarket. 
In the present study, impulse buying behaviour 
increased with shopping time within the first fifteen 
minutes. After that, the number of impulse buyers decreased 
47 
as the shopping time increased. This result might be due to 
the fact that customers were curious about the products and 
new environment when they entered the supermarket 
initially. As a result, they were easily stimulated to 
purchase goods impulsively. However, they would lose their 
curiosity if they stayed longer in the store. Then, the 
incidence of impulse buying reduced as the length of stay 
was longer. Another possibility is that when customers 
stayed longer, they have second thought on whether or not 
they should buy an item which was put into the tray/trolley-
impulsive ly earlier, and finally they might put it back on 
the shelf thinking that they have no actual need for it. 
Table 14 Distribution of Shopping Frequency at Supermarket 
among Different Types of Buyers 
Times of Planned Partially Impulse 
Shopping Buyer (26) Planned Buyer (45) 
Buyer (29) 
0 - 1 8 (30.77%) 6 (20.69%) 10 (22.22%) 
2 - 3 13 (50.00%) 15 (51.72%) 22 (48.89%) 
4 - 5 3 (11.54%) 4 (13.79%) 9 (20.00%) 
6 - 7 0 (0.00%) 2 (6.90%) 3 (6.67%) 
8 or more 2 (7.69%) 2 (6.90%) 1 (2.22%) 
Besides, it could be learnt from ^  Table 14 that all 
three types of buyers were concentrated on the category of 
2-3 shopping per week. Moreover, there was an interesting 
finding in Table 14. For impulse buyers, if the visiting 
frequency was more than 2-3 times per week, higher visiting 
frequency only induced less impulse buying. This phenomenon 
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might be explained by the fact that if visiting frequency 
was high, one was more familiar with the products and 
environment of the supermarket and was more difficult to be 
attracted by the goods and therefore, less impulse buying. 
，( • 
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Demographic Profiles of Various Types of Buyers 
p 
Table 15 Demographic Profiles of Various Types of Buyers 
Variables Planned Partial Impulse 
Buyer (26) Planned (29) Buyer (45) 
Sex 
Male 9 (34.62) 14 (48.28) 21 (46.67) 
Female 17 (65.38) 15 (51.72) 24 (53.33) 
Age 
Under 20 9 (34.61) 10 (34.48) 4 ( 8.89) 
21-30 13 (50.00) 12 (41.38) 15 (33.33) 
31-40 2 (7.69) 4 (3.79) 14 (31.11) 
41-50 1 (3.85) 0 ( 0.00) 7 (15.56) 
51-60 0 ( 0.00) 2 ( 6.90) 4 (8.89) 
61 or over 1 ( 3.85) 1 ( 3.45) 1 ( 2.22) 
Marital Status 
Single 18 (69.23) 21 (72.41) 18 (40.00) 
Married 7 (26.92) 6 (20.69) 21 (46.68) 
Separated 0 ( 0.00) 0 ( 0.00) 2 ( 4.44) 
Divorced 0 ( 0.00) 1 ( 3.45) 2 ( 4.44) 
Widowed 1 ( 3.85) 1 ( 3.45) 2 ( 4.44) 
Occupation 
Commercial 4 (15.39) 2 ( 6.90) 5 (11.11) 
Industrial 0 ( 0.00) 1 (3.45) 8 (17.78) 
Service 7 (26.92) 6 (20.69) 11 (24.44) 
Housewife 3 (11.54) 1 (3.45) 8 (17.78) 
Student 12 (46.15) 19 (65.51) 12 (26.67) 
Others 0 ( 0.00) 0 ( 0.00) 1 ( 2.22) 
Personal Income 
0-5,000 16 (61.45) 21 (72.41) 23 (51.12) 
5,001-10,000 8 (30.76) 2 ( 6.89) 14 (31.11) 
10,001-15,000 1 (3.85) 3 (10.35) 5 (11.11) 
15,001-20,000 0 (0.00) 0 (0.00) 1 (2.22) 
20,001 or over 1 ( 3.85) 3 (10.35) 2 ( 4.44) 
Education Level 
Primary or below 4 (15.39) 1 (3.45) 12 (26.67) 
Secondary 11 (42.31) 8 (27.59) 17 (37.78) 
Matriculation 2 ( 7.69) 3 (10.35) 2 ( 4.44) 
Tertiary or above 9 (34.61) 17 (58.61) 14 (31.11) 
Family Income 
0-15,000 11 (42.31) 11 (37.93) 18 (40.00) 
15,001-30,000 10 (38.46) 14 (48.28) 22 (48.89) 
30,001 or over 5 (19.23) 4 (13.79) 5 (11.11) 
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Table 16 X2 Value of Different Types of Buyers with 
respect to Various Demographic Variables 
Variables Planned Partially Impulse 
Buyer (26) Planned Buyer (45) 
Buyer (29) 
Sex (Table X^ = 3.84) (2.46) (0.04) (0.20) 
‘ A g e (Table X^ = 11.07) 33.07 25.82 22.05 
Martial Status 45.92 53.59 41.32 
(Table X^ = 9.49) 
Occupation 24.30 54.37 (10.85) 
(Table X^ = 11.07) 
Personal Income 35.92 50.82 38.89 
(Table X^ = 9.49) 
Family Income (2.39) (5.44) 10.54 
(Table X^ = 5.99) 
Education Level 8.16 21.07 11.27 
(Table X^ = 7.81) 
Note: ( ) Insignificant 
One of the major objectives in this study was to find 
out whether there was any prominent characteristic for each 
type of buyer. By using the chi-square-goodness-of-fit 
test, it was found that sex was unrelated to all of the 
three types of buyers. Moreover, family income was 
unrelated to both planners and partial planners. For 
impulse buyers, occupation was proved to be insignificant. 
After analyzing the collected data, the respondents• 
ages were classified into six categories to represent 
different stages of life, i.e. children (under 20), 
youngster (21-30), adult (31-40), middle age (41-50) and 
oldster (51-60, 61 or above). 
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Table 15 has described the profiles of different types 
of buyers and the characteristics of planned buyer were 
listed as follows: 
-students and people worked in the service sector 
with personal income below $10,000 per month 
-single 
-younger people with age below 3 0 
一 secondary education or above 
The features of partially planned buyers were similar 
to those of planned buyers except that they had lower 
personal income (below $5,000 per month) and higher 
education level (tertiary or above). 
At last, impulse buyers have the following 
characteristics: 
- m i d d l e level personal income (below $10,000 per 
month) and family income (below $30,000 per month) 
一 single/married with middle age (21-40) 





One of the purposes of the present. study was to 
measure the extent of impulse buying behaviour in Hong 
Kong. As the result suggested, the incidence of impulse 
buying was close to the finding of the Popai/DuPont 
study .45 It was not surprising since the present local 
consumers• buying behaviour is similar to those of Western 
countries. In recent years, the salary of Hong Kong citizen 
has increased greatly/^ This lets the consumers make less 
consideration in purchasing and thus result in more impulse 
buying. Moreover, local consumers now have less leisure 
time and effort to spend in purchase planning. Then, they 
utilize the store itself as a giant catalog to make up 
their buying decisions in the store. Furthermore, the 
growth of self-service merchandising stimulates the 
purchasers to reach their decisions unhindered in the 
store. The last but not the least, marketing innovations 
such as automatic teller machines, credit cards and 24-hour 
convenience stores all facilitate consumers to purchase 
沾Same reference as footnote 2, 1977. 
46census and Statistics Department, Hong Kong. Hong 
Kong Monthly Digest of Statistics. The Government Printer, 
Hong Kong. August 1991, p.13. 
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items on impulse. For the above reasons, it is not 
surprising to find that the extent of impulse buying in the 
West and in Hong Kong is nearly the same. 
The second purpose of the research was to examine some 
variables to determine whether or not they would work in 
the same way in Hong Kong as they did in Western countries. 
Although all the measured stimuli were proved to be 
effective in the West, some of them were not significant in 
the present study. It reflected that the significance of 
decision task and product-related variables may not hold 
true across various cultures. Different places would have 
their own favourable set of variables that stimulate the 
extent of impulse buying among their local customers. 
The last objective of the survey was to find out the 
relationship between consumer characteristics and impulse 
buying behaviour. The result indicated that all three types 
of buyers have their own demographic profile which was 
different from one another. It was contrary to Kollat and 
Willett's finding47 that impulse buying might be more a 
function of situational variables than of shopper 
characteristics. Therefore, it was suggested that a more 
intensive survey should be done in this area in Hong Kong 
before a firm conclusion can be drawn about the 
characteristics of impulse buyers. 







In the present study, there were several limitations. 
Firstly, some consumers who had bought a large amount of 
items usually refused to conduct the interview with the 
excuse of being busy and having no time. This would cause 
biases in data collection since the information of buyers 
with larger grocery bills was lacking. 
Secondly, unavailability of some stimuli in the tested 
supermarket would lead to omission of those stimuli. 
Thirdly, some interviewees were youngsters who did not 
know their household income. Thus, it affected the accuracy 
in the process of analyzing the relationship between 
household income and impulse buying. 
Fourthly, the small sample size precluded a thorough 
study of the characteristics and behaviour among all the 
three types of buyers. 
Finally, it should be noticed that convenience 
sampling was used in this study. Therefore, findings of the 
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current study might not be generalizable to the whole 
population. 
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After the whole study, several suggestions are 
recommended. Since the extent of impulse buying in the 
study is high, supermarkets should pay more effort to 
stimulate this purchasing behaviour by using various 
marketing tools. 
Moreover, the survey indicated that price was the 
major stimulus to induce impulse buying. Thus, supermarkets 
can launch more price cut campaigns, even though the price 
is only slightly reduced, in order to stimulate unplanned 
buying in the store. 
Furthermore, the manufacturers should notice that 
price pack, mass advertising, lucky draw and gifts were 
influential factors for impulse buying. Then, they can use 
these promotional tools to boost their products‘ sales 
volume. All in all, the demographic profile of impulse 
buyers provides invaluable information to refine the target 
customers for their advertising and promotional campaigns. 
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For future study, the sample size should be increased 
because this can provide a clearer picture of the 
relationship between impulse buying and various variables. 
Also, the interview should be conducted at different times, 
places and days of the week to see whether the impulse 
buying patterns are different. 
Appendix 1 Questionnaire before Prptf^t 
CONFIDENTIAL 
Impulse Buying Behaviour 
in Hong Kong 
(QUESTIONNAIRE) 
• This questionnaire contains 4 sections. 
• There is 1 question (1.) in Filtering Question. 
• There are 5 questions (2. to 6.) in Section 1. 
• There are 5 questions (7. to 11.) in Section 2. 
• There are 6 questions (12. to 17.) in Section 3. 




Interviewer一please check this questionnaire prior to 
interviewing 
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Survey of Impulse Buying Behaviour in Hong Kong 
Excuse me! I am a student of Chinese University of Hong Kong. Would you mind helping 
me to complete a questionnaire? 
If YES, Firstly, I would like to ask you a few questions regarding 
your shopping in this supermarket just now. (Go to 
Question 1) 
� 1 
If NO, Thank You! (Select another respondent) 
Filtering Question 
1. Have you bought anything in this supermarket just now? 
I I a. Yes (Go to next question) 
I i b. No (Terminate) 
Section 1 
2. What kmd(s) of product(s) did you just purchase? 
I I a. Beverages 
I I b. Foods 
I I c. Household goods 
I I d. Seasonings 
I I e. Utensils 
I I f. Miscellaneous 
3. Did you plan to purchase all this/these type(s) of product(s) before entering this supermarket 
today? 
I I a. Yes (Go to Question 5) 
i I b. No (Go to next question) 
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4. Which type(s) of product(s) was/were unplanned to buy before entering this supermarket today? 
， 
m ] a. Beverages 
[Z3 b. Foods 
[ m c. Household goods 
• d. Seasonings (Go to Question 6) 
r n e. Utensils 
d ] f. Miscellaneous 
5. Did you plan to purchase all this/these brand(s) of product(s) prior to entering this supermarket? 
• a. Yes (Go to Question 9) 
n n b. No (Go to next question) 
6. Which type(s) of product(s) was/were unplanned to buy that/those brand(s) prior to entering this 
supermarket? 
I I a. Beverages 
I I b. Foods 
I I c. Household goods 
I I d. Seasonings (If answer of Q.3 is Yes, go to Q.8) 
I I e. Utensils (If answer of Q.3 is No, go to Q.7) 
I i f. Miscellaneous 
Section 2 
7. Which in-store stimuli stimulated you to buy this/these type(s) of item(s) impulsively ？ 
(You can have more than one choice in this question.) 
I 1 a. Low price 
\ I b. Price pack 
I I c. Lucky draws and gifts ‘ 
I I d. Attractive package 
\ i e. Prominent store display 
\ I f. Mass advertising 
I I g. Easy of storage 
\ i h. Others (specify): 
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8. Which in-store stimuli stimulated you to buy this/these brand(s) of item(s)? 
(You can have more than one choice in this question.) 
i I a. Low price 
d ] b. Price pack 
C ] c. Lucky draws and gifts 
cm d. Attractive package 
I ‘ I e. Prominent store display 
[ZH f. Mass advertising 
d ] g. Easy of storage 
I I h. Brand awareness 
\ I i. Good quality of the brand 
• j. The brand fulfils your needs better 
d ] k. Others (specify): 
9. Do you think the following factors may stimulate you to buy an item if you have no buying intention 
of that item prior to entering the supermarket? 
(You can have more than one choice in this question.) 
I i a. Low price 
i I b. Price pack 
I \ c. Lucky draws and gifts 
I I d. Attractive package 
I I e. Prominent store display 
I I f. Mass advertising 
I I g. Easy of storage 
I I h. Brand awareness 
\ I i. Others (specify): 
10. How many times do you shop at supermarkets per week? 
(Please answer this question with a single response!) 
I I a. 0-1 
• b. 2-3 
I I c. 4-5 
• d. 6-7 
I I f. 8 or more 
s-
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11. How long did you stay in this supermarket just now? 
(Please answer this question with a single response!) 
I I a. Less than 5 minutes 
i i b. 6-15 minutes 
I I c. 16-30 minutes 
I ‘ I d. 31-45 minutes 
I I e. More than 46 minutes 
Section 3 
Now, to be sure that I have a good cross-section of the population，would you please tell me? 
12. In what year were you born? 
YEAR: 
13. Your marital status: 
I \ a. Single 
I I b. Married 
I I c. Separated 
I I d. Divorced 
I I e. Widowed 
14. What is your education level? 
I I a. Primary school or below ‘ 
I I b. Secondary school 
I I c. Matriculation 
I I d. Tertiary education level or above 
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15. What is the nature of your occupation? 
i I a. White collar 
I I b. Blue collar 
dH c. Service sector 
d ] d. Executive/management level 
m i e. Professional 
• f. Others (specify): 
16. What is the total monthly income of your family before tax from all sources? 
• a. 0 - 5,000 
\ I b. 5,001 - 10,000 
• c. 10,001 - 15,000 
I I c. 15,001 - 20,000 
\ I c. 20,001 or over 
17. Record sex of respondent: 
i I a. Male 
I I b. Female 
This questionnaire is completed. 
Thank you very much for your cooperations! 
I 香 港 中 文 大 學 _ 書 狩 藏 書 I 
Appendix 2 Revised Questionnaire (English Version) 
CONFIDENTIAL 
Impulse Buying Behaviour 
in Hong Kong Supermarkets 
(QUESTIONNAIRE) 
• This questionnaire contains 4 sections. 
• There is 1 question (1.) in Filtering Question. 
• There are 5 questions (2� to 6.) in Section 1. 
• There are 5 questions (7. to 11.) in Section 2. 
• There are 7 questions (12. to 18.) in Section 3. 




Interviewer~please check this questionnaire prior to 
interviewing 
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Survey of Tmpulse Rnvin? Rehavinur in Hong Knng SunermarkPf^ ^ 
Excuse me! I am a student of Chinese University of Hong Kong. Would you mind helping 
me to complete a questionnaire? 
If YES, Firstly，I would like to ask you a few questions regarding 
your shopping in this supermarket just now. (Go to 
Question 1) 
‘ I 
If NO, Thank You! (Select another respondent) 
Filtering Question 
1. Have you bought anything in this supermarket just now? 
CZI a. Yes (Go to next question) 
• b. No (Terminate) 
Section 1 
2. What kind(s) of product(s) did you just purchase? 
I I a. Beverages 
I I b. Foods 
I I c. Household goods 
I i d. Seasonings 
I I e. Utensils 
I I f. Miscellaneous 
3. Did you plan to purchase all this/these type(s) of product(s) before entering this supermarket 
today? 
I I a. Yes (Go to Question 5) 
I I b. No (Go to next question) 
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4. Which type(s) of product(s) was/were unplanned to buy before entering this supermarket today? 
， 
I I a. Beverages 
CU b. Foods 
CZ] c. Household goods 
• d. Seasonings (Go to Question 6) 
I I e. Utensils 
I I f. Miscellaneous 
5. Did you plan to purchase all this/these brand(s) of product(s) prior to entering this supermarket? 
• a. Yes (Go to Question 9) 
d ] b. No (Go to next question) 
6. Which type(s) of product(s) was/were unplanned to buy that/those brand(s) prior to entering this 
supermarket? 
I I a. Beverages 
\ I b. Foods 
I I c. Household goods 
I I d. Seasonings (If answer of Q.3 is Yes, go to Q.8) 
• e. Utensils (If answer of Q.3 is No, go to Q.7) 
I \ f. Miscellaneous 
Section 2 
7. Which in-store stimuli stimulated you to buy this/these type(s) of item(s) impulsively ？ 
(You can have more than one choice in this question.) 
I I a. Low price (price discount) 
i \ b. Price pack (containing several items with a lower price per unit) 
I I c. Lucky draws and gifts (given immediately or upon redemption of coupons) 
I I d. Attractive package 
I I e. Prominent store display (favourable shelf position and size) 
\ I f. Mass advertising (recalling advertising message) 
I I g. Easy of storage (small size and durable) 
I I h. Others (specify): 
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8. Which in-store stimuli stimulated you to buy this/these brand(s) of item(s)? 
(You can have more than one choice in this question.) 
• a. Low price (price discount) 
• b. Price pack (containing several items with a lower price per unit) 
• c. Lucky draws and gifts (given immediately or upon redemption of coupons) 
[ZD d. Attractive package 
CH e. Prominent store display (favourable shelf position and size) 
LU f. Mass advertising (recalling advertising message) 
• g. Easy of storage (small size and durable) 
CZl h. Brand awareness (having known the brand previously) 
CZ] i. Good quality of the brand 
• j. The brand fulfils your needs better 
CZl k. Others (specify): 
9. Do you think the following factors may stimulate you to buy an item if you have no buying intention 
of that item prior to entering the supermarket? 
(Place show the show card to the respondent!) 
(You can have more than one choice in this question.) 
d ] a. Low price (price discount) 
I 1 b. Price pack (containing several items with a lower price per unit) 
d ] c. Lucky draws and gifts (given immediately or upon redemption of coupons) 
I I d. Attractive package 
I I e. Prominent store display (favourable shelf position and size) 
I I f. Mass advertising (recalling advertising message) 
I I g. Easy of storage (small size and durable) 
I I h. Brand awareness (having known the brand previously) 
i I i. Others (specify): 
10. How many times do you shop at supermarkets per week? 
(Please answer this question with a single response!) 
I I a. 0-1 
• b. 2-3 
I I c. 4-5 
门 d. 6-7 
I I f. 8 or more 
I 
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11. How long did you stay in this supermarket just now? 
(Please answer this question with a single response!) 
• a. Less than 5 minutes 
I I b. 6-15 minutes 
I I c. 16-30 minutes 
I ‘ i d. 31-45 minutes 
C ] e. More than 46 minutes 
Section 3 
Now, to be sure that I have a good cross-section of the population, would you please tell me? 
12. In what year were you born? 
YEAR: 
13. Your marital status: 
I I a. Single 
I i b. Married 
I I c. Separated 
I I d. Divorced 
I i e. Widowed 
14. What is your education level? 
I I a. Primary school or below ‘ 
I I b. Secondary school 
I I c. Matriculation 
I I d. Tertiary education level or above ， 
69 
15. What is the nature of your occupation? 
I I a. Commercial 
d l b. Industrial 
I I c. Service 
IH] d. Housewife 
r n e. Student 
• f. Others (specify): 
16. What is your personal monthly income before tax from all sources? 
I I a. 0 - 5,000 
• b. 5,001 - 10,000 
• c. 10,001 - 15,000 
• d. 15,001 - 20,000 
I I e. 20,001 or over 
17. What is the total monthly income of your family before tax from all sources? 
• a. 0 - 15,000 
I I b. 15,001 • 30,000 
I \ c. 30,001 or over 
18. Record sex of respondent: 
I I a. Male 
I I b. Female 
This questionnaire is completed. 
Thank you very much for your cooperations! 
Appendix 3 Revised Questionnaire ( C h i n e s e Vprdmi、 冗 
m 
番 港 中 文 大 學 
消 费 者 行 爲 研 究 
\ 
RH ^ m ^ 
您好丨我是香港中文大 .學學生，請問您能否激我替您傲一 
份 關 於 消 费 者 行 爲 的 卷 調 査 呢 ？ 资 料 係 絶 對 保 密 的 。 
如果 “^^ “ 首 先 ， 我 想 詢 問 一 些 關 於 剛 才 
您在超級市場内購物的問題。 
(跳答問題 1 ) 
t u M “ 〒負巨” ！ ( ^ m — m m ^ ^ ) 
1. 您 _ 才 有 否 在 這 所 超 級 市 場 内 購 買 物 品 呢 ？ 
• a . 有 （跳答問題 2 ) 
n b , 没有 （終止問卷） 
第一節 
2. 剛 才 您 選 膦 了 那 類 物 品 呢 ？ 
(您可以遝擇一個或以上的答案） 
• - - a . 飲品 
• b • 食 物 
• C - 家届用品 
• d . 調味品 
• ‘ e - 廚具 








口 a . ® ( 跳 答 問 翅 5 ) 
t ] b . 不是 （ 跳 答 問 題 4 ) 
4. 在 進 入 這 超 級 市 場 前 ， 有 那 類 物 品 您 是 没 有 預 先 
過購賈的呢？ 
(您可以選擇一個或以上的答案） 
• a • 飲 品 
• b • 食 物 
• C • 家 届 用 品 
n d . 調味品 
• e • 廚 具 
• f • 雜 類 
( 跳 答 問 題 6 ) 
5. 在進入這超級市場前，您是否已預先計务�購賈所有上 
述有牌子的物品呢？ 
• a . 是 （跳答問題 9 ) 
• b • 不 是 
6 . 在進入逭超級市場前，有男 P 類有牌子的物品是您没 
有預先計劃遝購的呢？ 
(您可以選擇一個或以上的答案） 
• a • 欽 品 
• b . 食物 
• C• 家届用品 
n d • 調 味 品 — 二 
• ：―e 7 " 厨 具 -二 
• f • 雜 類 
* —‘ - • 
( 如 果 問 題 3 的 答 案 是 “ 是 ” ， 跳 答 問 題 8 ) 





7. 您 剛 才 選 購 了 一 些 預 先 未 有 想 過 畲 購 買 的 物 品 ’ 是 什 
麼 原 因 令 您 道 樣 傲 呢 ？ 
(您可以選擇一個或以上的答案） 
• a . 價格低廉 
• b. 特恶裝 
• C . 抽奨及贈品 
• d . 包裝吸引 
� • e . 突出的•設 
• f . 廊大的廣告宣傳 
• S . 容易儲存 
• h. 其他： — 
8 . 您 剛 才 選 購 了 一 些 預 先 未 有 想 過 會 購 賈 的 有 牌 子 的 物 
品 ， 是 什 麼 原 因 令 您 這 樣 傲 呢 ？ 
(您可以選擇一個或以上的答案） 
• a . 價格低廉 
• b • 特 悪 裝 
• C . 抽奨及贈品 
• d . 包裝吸弓I 
• e . 突出的攞設 
• f . 繭大的赓告宣傅 
• g • 容易儲存 
• h . 強烈的牌子偏好 
I—[ i • 質素優良 
• J ！ 這個牌子更能符合您的霜要 
• k. 其他： 





n a • 價格低廉 」 、 
I I b • ^f^ ^^ ^^ 
• C . 抽奨及贈品 
• d . 包裝吸引 
• e • 突 出 的 掴 設 
• f . 廊大的廣告宣傅 
n S • 容费儲存 
• h . 強烈的牌子偏女子 
• i . 其 他 ： — 
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10. 在一星期内，您平均畲到超級市場幾多？欠呢？ 
• a. 0 - 1 
• b. 2 - 3 
• c, 4 - 5 
• d. 6 - 7 
• e . 8 次 或 以 上 
11. 您 剛 才 在 道 超 級 市 場 内 逗 留 了 多 久 呢 ？ 
\ 
• a. 少於 5 分鐘 
• b- 6 - 1 5 分趣 
a C . 16 - 30 分鍾 
n d. 31 - 45 分趣 
• e . 4 6 分 趣 或 以 上 
第三 t g 
« • 
爲 了 方 便 我 們 作 統 計 分 桥 ， 現 在 請 您 提 供 以 下 资 料 。 资 料 
係 會 絶 對 保 密 的 0 
1 2 . 您是在劳 P 年出生的呢？ 
年 份 ： 1 9 
1 3 . 以 下 那 一 項 最 能 反 映 您 的 婚 姻 狀 況 呢 ？ 
• a. 翠身 
• b. 已婚 
n C . 分届 
d . m m :: 
口 e • - 喪 偶 
1 4 . ' 以 下 男 P — 項 最 能 反 映 您 的 教 育 程 度 呢 ？ 
• a . 小學或以下 
• b . 中學 
n C . W 科 
• d . 大専或以上 
1 
74 
1 5 . 您 的 工 作 性 質 ？ ； 
• a , 商業 
• b- 工業 
• C . 服務性行業 
• d . 家庭主婦 
• e - 學生 
• f. 其他： 
1^6- 以 下 那 一 項 最 能 反 映 您 個 人 每 個 月 除 税 前 的 總 收 入 
呢？ 
• a. 0 - 5,000 
• b. 5,001 一 10,000 
• C. 10,001 - 15,000 
• d. 15,001 - 20,000 
• e- 2 0 , 0 0 1 或 以 上 
1 7 . 您的每月家庭除税前的總收入是 ： 
• a. 0 - 15,000 
• b- 15,001 - 30.000 
• c. 3 0 , 0 0 1 或 以 上 
1 8 . 請 , 己 錄 低 被 t t 者 的 性 另 社 ： 
• a • 男 
• b. 女 
多謝合作！ 
- 一一 





Appendix 4 Tabulation of C o l l e c t e d D a t a 
Table 17 Types of Products Bought Impulsively 
�‘ Types of Frequency Percentage 
Products 
Beverages ^ 30.26 
Foods ^ 25.00 
Household 8 10.53 
goods 
Seasonings 8 10.53 
Utensils 4 5.26 
Miscellaneous 14 18.42 
Total 100. 00 
Table 18 Types of Products Bought in Planned 
Types of Frequency Percentage 
Products 
Beverages 28 22.40 
Foods ^ 41,60 
Household 15 12.00 
goods 
Seasonings 7 5. 60 
Utensils 9 7.20 
Miscellaneous 11.20 
Total 125 100.00 
76 
m 
Table 19 Types of Products Bought Impulsively with respect to Brands 
Types of Frequency Percentage 
�‘ Products 
Beverages ^ 23.62 
Foods 47 37.01 
Household 15 11.81 
goods 
Seasonings 9 1.09 
Utensils 8 6.30 
Miscellaneous 18 14.17 
Total ^ 100.00 
Table 20 Types of Products Bought in Planned with respect 
to Brands 
Types of Frequency Percentage 
Products 
Beverages ^ 25. 68 
Foods ^ 36.49 
Household 7 9.46 
goods 
Seasonings 6 8 • 11 
Utensils 5 6.76 
Miscellaneous 10 13.50 
Total 1 上 100.00 
77 
Table 21 Distribution .of Decision Task Variables in 
Impulse Buying with respect to Types of 
Products 
Frequency Percentage 
Decision Task Variables Counts 
Low price 32 36.78 
Price pack ^ 13.79 
Lucky draws and gifts 6 6.90 
Attractive package 9 10.35 
Prominent store display 4 4.60 
Mass advertising 13 14.94 
Easy of storage 4 4.60 
Others 7 8.04 
Total ^ 100.00 
Table 22 Distribution of Decision Task Variables in 
Impulse Buying with respect to Brands of Products 
Decision Task Variables Frequency Percentage 
Counts 
Low price 40 28.57 
Price pack 10.00 
Lucky draws and gifts 7 5 • 00 
Attractive package 2 1*43 
Prominent store display 2 1*43 
Mass advertising ； 8 5.71 
Easy of storage 2 1*43 
Brand awareness »^^ 
Good quality of the brand ^ 17.14 
The brand fulfils your 9 6.43 
needs better 




Table 23 Distribution of Product-Related-Factors in Impulse Buying 
‘ Product-Related Factors Frequency Percentage 
^ j j j j j j ^ j ^ Counts 
Low price 30.44 
Price pack 42 16.60 
Lucky draws and gifts 23 9.09 
Attractive package 17 6.72 
Prominent store display 13 5.14 
Mass advertising 29 11.46 
Easy of storage 18 7.12 
Brand awareness 29 11.46 
Others 5 1.97 
Total 100. 00 
Table 24 Frequency of Shopping at Supermarket 
Times of Frequency Percentage 
Shopping 
0 - 1 ^ 24.00 
2 - 3 ^ 50.00 
4 - 5 16 16.00 
6 - 7 5 5.00 
8 or more 5 5.00 
Total ^ 100.00 
79 
Table 25 Frequency of Visiting Time at Supermarlcet 
Visiting Time - Frequency Percentage 
Less than 5 36 3 6.00 
minutes 
6-15 minutes 40 40.00 - _ 
16-30 minutes 18 is.00 
31-45 minutes 5 5.00 
More than 46 1 1.00 
minutes 
Total 100. 00 
Table 2 6 Sex of Respondents 
Sex Frequency Percentage 
Male ^ 44 . 00 
Female ^ 56 . 00 
Total 100.00 
Table 27 Age of Respondents 
Age Frequency Percentage 
Under 20 ^ 23.00 
21 - 30 ^ 40.00 
31 - 40 ^ 2 0 . 0 0 
4 1 - 50 8 8 . 0 0 
51 - 60 6 6. 00 
61 or 3 3.00 
over 
Total 100 100. 00 
80 
Table 28 Marital Status of Respondents 
Marital Frequency Percentage 
Status 
Single ^ 57.00 
Married ^ 34.00 
‘ Separated 2 2,00 
Divorced 3 3.00 
Widowed 4 4.00 
Total 100 100. 00 
Table 29 Education Levels of Respondents 
Education Frequency Percentage 
Level 
Primary or 17 17.00 
below 
Secondary 36 36.00 
Matriculation 7 7.00 
Tertiary or 40 40.00 
above 
Total ^ 100.00 
Table 30 Occupation of Respondents 
Nature of Frequency Percentage 
Occupation 
Commercial ^ 11>00 
Industrial 9 9.00 
Service ^ 24. 00 
Housewife 12 12.00 
Student 43 43.00 
Others 1 1-00 
Total 100 100.00 
81 
p 
Table 31 Monthly Income of Respondents 
，« 丨I I • 
Monthly Income Frequency Percentage 
0 - 5,000 ^ 60. 00 
5,001 - 10,000 ^ 24 . 00 
10, 001 - 15,000 9 9.00 
15,001 - 20,000 1 1, 00 
20,001 or over 6 6.00 
Total 100. 00 
Table 32 Monthly Family Income of Respondents 
Monthly Income Frequency Percentage 
0 一 15,000 40 40.00 
15,001 - 30,000 46 46.00 
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